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Introduction

CORPORATIONS HAVE spurred innovative advances that have served
many of humanity’s needs, but they have done so at a cost to our oceans,
forests, wildlife, Indigenous communities, and ultimately to our very
lives and health. The fossil fuel industry, for example, brought us mass
mobility, the Industrial Revolution, and the energy to power our com-
munications and lifestyles. It has also caused 350,000 premature deaths
in the US each year, brought our planet to an existential crisis in the
form of climate change, and empowered and enriched conservative
political leaders who refuse to stop it." The agricultural industry is an-
other example. It feeds over 340 million Americans, but it is also a major
cause of air pollution, accounting for 15,900 premature deaths in the US
every year, 12,700 of which are connected to the production of animal-
based foods.” These are just two of dozens of industries that have been
and continue to be the targets of corporate campaigns aimed at reduc-
ing their environmental and health impacts.

There is a cultural war in America. There always has been, but the
factions are more polarized than in previous decades. On one side are
those who believe that a free and unfettered marketplace will provide
jobs, wealth, and limited, but tolerable, social and environmental prob-
lems. They believe government taxes and regulations limit the growth
of businesses and the benefits they provide to all who are willing to
work. On the other side are those who believe a capitalistic marketplace
is skewed toward concentrating wealth in the hands of as few people as
possible. They believe that taxes and social and environmental
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2 INTRODUCTION

regulations are necessary to distribute wealth fairly among those who
create it and to protect society and the earth from corporate abuse. Over
time, the political pendulum swings back and forth between these two
warring factions. Today, it has swung to the extreme, favoring those
advocating an unfettered marketplace. This extreme is manifest in the
reelection of Donald Trump and has huge implications for the immedi-
ate future of corporate campaigns.

With the rise in the popularity of conservative politicians, campaigns
to make corporations more socially and environmentally responsible
are more critical than ever. Radical free-market political conservatives
and extractive industry corporations that are intent on weakening regu-
lations saw the opening created by Trump’s reelection and they seized
on it. The current conservative administration is rolling back climate
programs, accelerating fossil fuel production, and eviscerating the En-
vironmental Protection Agency, the National Institutes of Health, the
Department of Energy, and other federal agencies. At the time of this
writing, the administration has taken steps to weaken and suppress op-
position from civil society and the public. It is halting the enforcement
of akey anti-money laundering law, rescinding climate and human capi-
tal disclosure rules for public companies, and reducing corporate en-
forcement actions.® Achieving social and environmental progress
through federal legislation will be virtually impossible for several years.
We will need civil society activists to mobilize consumers to pressure
corporations to make needed changes.

Why civil society? Because it is composed of thousands of
organizations and millions of individuals dedicated to proactively mak-
ing the world a more beautiful, ethical, and just place. Corporate cam-
paigns are one of the most important avenues available to civil society
activists to accomplish this. They expose the harmful practices of com-
panies and their industries, propose solutions to reduce or eliminate
them, and employ marketplace, legal, and legislative strategies to change
those harmful practices.

This book is a practical guide for prospective and new corporate cam-
paigners to use in the fight against the excesses of greed and power that
are concentrated in the hands of major corporations. It lays out how to
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plan and conduct campaigns to make corporations more socially and
environmentally responsible, drawing upon wisdom from hundreds of
corporate campaigns, large and small, conducted over the last fifty or
more years in the United States, the United Kingdom, the European
Union, Australia, Canada, India, and elsewhere. Throughout this book
there are also insights from corporate insiders whose companies were
previous campaign targets. I thought it important to share these, so you
would know how companies perceive activists. Their insights are all
worth considering; however, they are not always worth following.

There are excellent books on conducting activist campaigns, but
there are none exclusively on the conduct of corporate campaigns. They
are different animals! Corporations have brands, products, customers,
retail outlets, advertising, shareholders, boards of directors, executives
who are hired and not elected, and more. They are driven by competi-
tion and profits. All of this makes them vulnerable to public pressure
campaigns in ways that are sometimes similar to but often very different
from the ways in which elected officials can be pressured.

Corporate campaigns, because of the various issues they address and
the companies they target, take many forms, as noted in the preface.
This book is the result of time I have spent getting to know both sides
of the corporate campaign equation. This includes many years consult-
ing with Fortune soo companies on organizational change and learning
their inner workings. It also draws upon my doctoral studies of inter-
personal, organizational, and mass communications aimed at changing
attitudes and behavior. Most of all, it is the result of the decision to
follow my heart and leave the corporate world for the environmental
activist world. That afforded me over thirty years of leading, coordinat-
ing, and designing corporate campaigns, and managing foundations’
funding of them. In those thirty years, I was fortunate to work with and
learn from passionate, brilliant, and bold activists who were willing to
push the envelope of what was possible to achieve what seemed impos-
sible. They taught me that there is no “I” in movements, only “We.” For
that reason, you will not see the word “I” referring to me anywhere in
the subsequent chapters of this book. It is about how “we” have built,
and continue to build, a stronger corporate campaign movement.
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In the process of conducting numerous national and international
environmental, social, and climate corporate campaigns, I came to real-
ize that we are collectively engaged in a giant ongoing field experiment
with theories and hypotheses about changing corporate behavior that
we test by our campaigns. My role in several of the largest environmen-
tal corporate campaigns ever conducted afforded me a firsthand op-
portunity to see how well the academic theories of communications,
and attitude and behavior change applied in the real world where it
mattered. This book is the result. It brings together in one place the es-
sential lessons learned from a wide array of corporate campaigns on a
wide range of issues.

This book is imperfect, as any book on such a diverse, complex, and
ever-evolving endeavor would be. I wrote it much like the campaigns I
designed and directed—with the advice and guidance of campaign ex-
perts. I interviewed them and invited their input because in many cases
they knew more than me about a particular aspect of campaigning. At the
outset I acknowledge that this book is heavily influenced by my environ-
mental campaign experiences based in the United States. But throughout
the last thirty years, I have been a student of corporate campaigns in many
issue arenas, in the United States and abroad. I founded the Business Eth-
ics Network to bring advocates from labor, health, environment, climate,
human rights, animal rights, and other fields together to learn from and
collaborate with each other. My hope is that they, and our international
colleagues who are not the focus of this book, will see this book as the
genesis that inspires them to write their own books refining the theory
and hypotheses advanced in this treatise for their field and countries.

In the end, building a better and more just world is all about building
movements. That is, about building on each other’s accomplishments
and lessons learned. Standing on the shoulders of those who went be-
fore us. Corporations are not going away. If we can better control them,
we can better control governments. If we can better control govern-
ments, future generations may have a chance of living in a beautiful,
healthy, equitable, just, and biodiverse world.

This book is written for people and organizations that believe corpo-
rations should be more socially and environmentally responsible. Of
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course, we can debate exactly what that means in terms of their prac-
tices. For me, it means that corporations should do no harm. They
should not contribute to climate change. They should not pollute the
environment. They should seek to provide equal opportunities for qual-
ified workers regardless of their race, religion, sexual orientation, or
gender identity. They should treat all employees fairly and equitably in
terms of their supervision, compensation, and advancement. They
should never endanger the mental or physical health of human beings.
In short, they should respect the rights of all people and communities
affected by their business—including shareholders, employees, custom-
ers, Indigenous peoples—and preserve the environment.

This book is also for people working inside corporations. My hope is
that business students and socially and environmentally responsible
employees who want to change corporations for the better will find this
book useful in making their case to decision-makers inside. The obvious
application for them is helping their companies anticipate where they
are vulnerable to being a corporate campaign target and taking steps to
change those practices without being forced to do so. The less obvious
application for them would be to act surreptitiously as a whistleblower
to a corporate campaign organization that deals with the issues they
witness and possibly advise them on how to proceed with their com-
pany for the best results.

I believe that the threat and devastating impact of climate change that
looms over our society will ultimately force fossil fuel fanatics, their
government sycophants, and their corporate accomplices to yield to the
demands of reality. I believe that the racial diversification of America
and its embrace by younger generations will make advocating or even
tolerating discriminatory corporate practices unacceptable, whether
those practices are by companies themselves or their overseas suppliers.
I further believe that as investors realize the superior profitability of
companies that adhere to rigorous environmental, social, and gover-
nance (ESG) standards and own their broader stakeholder responsibil-
ity, they will demand more socially and environmentally progressive
practices. However, these things will only come to pass in a timely man-
ner if they are ushered in by activists who give our capitalist systems no
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other option. For that, we urgently need corporate campaigners to be
equipped with insight and strategies to succeed. There is a hero in all of
us and my hope is that this book empowers the one inside of you.

This book begins with a preface that provides a brief history of the
branches (e.g., labor, environment, health, discrimination, animal rights,
etc.) of the corporate campaign movement. The book is then divided into
informal parts. The first part explains why corporate campaigns are neces-
sary to control companies’ harmful practices. It provides a description of
the different types of corporate campaigns, the various tracks that com-
prise them, and the typical stages that corporate campaigns go through.
The second part is dedicated to the development of campaign strategy. It
starts by describing how corporations are structured. It then provides
guidance on how to research and select the corporate target and then use
that research to “power map” the campaign strategy. This section further
explains how to craft a compelling campaign story and how to conduct
polling and/or focus groups to refine it.

The third part is about organizing the stakeholders to achieve change.
This includes a chapter on recruiting and organizing ally organizations
into a well-coordinated team. It includes mobilizing and organizing indi-
vidual and institutional shareholders and employees. The fourth part is
about executing the campaign. This is where the campaign becomes real.
We explore field and online strategies and tactics that are such an impor-
tant part of most campaigns. This section also describes defensive public
relations and legal strategies that advocates need to be prepared to use.

The book’s fifth part dives into the final stages of a campaign to edu-
cate campaigners on how to manage the negotiation process and how
to arrive at solutions that institutionalize a company’s commitment.
The sixth part is about going forward. It combines the knowledge
gained from the previous sections to guide campaigners through the
process of building a persuasive fundraising case for individual donors
and charitable foundations. It addresses the challenges and rewards for
campaigners and organizations that choose to engage in corporate
campaigns. It ends by trying to answer the question “What are future
priorities for corporate campaigns, especially in a conservative political

environment?”
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Finally, as part of the process of researching this book, I conducted
recorded interviews with directors of many of the seminal corporate
campaigns of the last thirty years. Those interviews have been converted
to podcasts and are accessible at the Corporate Campaign Resource
Center website (corpcampaignscenter.org). There you'll also find other
articles and tools that complement this book, as well as a place where
you can provide suggestions for improving future editions.

Corporations play a hugely important role in our society. They have
enormous influence over how we think, what we buy, who we vote for,
and how we evolve as a society. Therefore, we must become more de-
manding of what we expect of them and more powerful in how we man-
age them to meet those expectations. Nonprofit advocacy groups must
become more aggressive in demanding change and less naive about as-
suming that merely educating companies and government officials will
achieve it. Only an outside pressure game AND an inside educational
game together can accomplish the significant revolution required for our
social growth and environmental survival. We need more corporate cam-
paigns by more organizations employing more sophisticated method-
ologies and tools to change the fundamental rules that all corporations
must follow. This book is my contribution to building that movement,
with much credit due to those whom I've learned from.
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ExxonMobil, 67

Facebook, 21b, 32, 161

Fair Foods Program (FEP), 243b, 247

Fair Labor Association, 246

fair share principle, 18

Fair Trade Certification, 243b

family foundations, 25758

fast food campaigns, 21b, 112, 247, xviii

fear of deviating from social norms, 273-74

Fidelity Investments, 74

field strategies and tactics: versus digital,
181-82; in effective field campaigns,
182-85; principles for selection of, 185-90;
selecting for range of scenarios, 190-93;
stoking campaign wildfires with, 193

field track, 44—45, 49

financial ability or willingness, targeting
companies with, 91-92

financial compensation for campaigners,
27273

financial institutions: identifying key
constituencies, 100-101; targeting, 21b, 73

First Amendment, 210

first-time buyers, targeting, 99

so1(c)(3) charitable donations, 254
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focus groups, 12426

Ford Motor Company, 79-80

Forest Stewardship Council (FSC), 243b, 256

ForestEthics (now Stand.earth), 132, 202,
203f, 227

forests and native communities branch, 14,
Xiv—xv

formalizing detailed agreement, 237-39

Fossil Free Divestment campaign, 30

fossil fuels: banking industry campaigns,
28-29; fracking campaigns, xv; govern-
ment agency campaigns, 33-34; insur-
ance industry campaigns, 30; Insure
Our Future campaign, 30, 141; investor
industry campaigns, 31

FPIC (free, prior, and informed consent), 18

fracking campaigns, xv

Framework Convention on Tobacco Control,
249

framing: for digital campaigns, 198; for
employee campaigns, 170; focus groups
for, 124-26; overview, 109, 120-21;
polling and survey research for, 122-24;
selecting field tactics that reinforce, 187;
using research findings to develop, 126-27

franchises, 76

free, prior, and informed consent (FPIC), 18

Fridays for the Future Movement, 264-65

Frontiers of Freedom, 222

FSC (Forest Stewardship Council), 243b,
256

full-time equivalent (FTE), 137-38

fundraising: with allies, 138, 262—-63; collab-
orative grant applications, 264; commu-
nity foundations, 257; crowdfunding,
264-68; individual donors, 258—60;
large endowed foundations, 255-57;
large individual donors, 257-58; making
“business case,” 261-62; organizational
challenges, 276—77; overview, 253-54;
small family foundations, 257-38; types
of donors, 25455

future employees, targeting, 175-80

INDEX

future of corporate campaign movement:
Al issue in, 294-96; climate issue in,
288-89; democracy issue in, 289-92;
evolution within changing political
realities, 284-86; high-movement issues,
overview of, 286-96; inequality issue in,
292-94; overview, 282—84

gender equality branch, 292—94, xvii

general defensive strategies, 211-13

general liability insurance, 213

General Mills, 21b

genetically modified foods (GMOs)
campaign, 21b, 26, 82

geofencing targeted ad appeals, 207-8

geographical compatibility of company, 89—90

Georgia’s voting restrictions, 35

geotargeting employees, 169

Givebutter, 266, 267

Giving Tuesday, 258

Glass, Lewis & Company, 155

Glenn Beck (TV show), campaign against,
181, xvii

Global Food Safety Initiative (GFSI), 244b

Global Organic Textile Standard (GOTS),
243b

GMOs (genetically modified foods)
campaign, 21b, 26, 82

GoFundMe, 266, 267

“Golden Rules, The,” 27, xv

good faith negotiations, 60

Google, 21b, 206

government: agency campaigns, 33-34;
campaigns to change policies of, 34-35;
geofencing offices of, 208; identifying key
constituencies in, 101; legal track, 40-43;
legislator track, 39—40; regulations for
setting industry standards, 248-52; rela-
tionship between corporations and, 10-13;
threats to advocacy organizations, 220-23

grant applications, collaborative, 264

grassroots activists. See also field strategies
and tactics: choosing allies for, 131;
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crowdfunding by, 264-68; and geograph-
ical compatibility of company, 89—90;
ladder of engagement for, 120; maintain-
ing momentum during negotiations,
236-37; using extrinsic and intrinsic
rewards for, 119

Great Bear Rainforest Campaign: alliance
formed by, 250; Coastal Rainforest Coali-
tion, 140; documentation of harm, 52; joint
problem-solving in, 225; retail customers
targeted in, 8sf, 86, 237; tactics used in, 193

greed, harm caused by, 115-16

Green Century Funds, 148, 150

Greenpeace. See also Great Bear Rainforest
Campaign: and Brazil's Amazon Soy
Moratorium Agreement, 246—47; Coastal
Rainforest Coalition, 140, xiv; “Dumb
Animals” campaign, xviii; Energy Trans-
fer suits against, 213, 219; The Home
Depot protests, 8sf, 86; Insure Our Future
campaign, 30; Nike campaign, 92; Reso-
lute Forest Products’ suits against, 217-18,
219; Safeway campaign, 83; Scotiabank
campaign, 29f; seal hunting campaign,
xiiif; Total campaign, 157f

greenwashing, 18, 117, 280, 285

harm caused by company: documenting, s2,
113-14; exposing in negotiations, 229-30;
investigation by allies of, 130-31; moral
outrage at, 110-14; reasons for, identify-
ing, 14-17; targeting companies with
names on harmful products, 82

HCWH (Health Care Without Harm)
network, xii

headquarters, centralizing field actions
around, 191

health branch, xii

Health Care Without Harm (HCWH)
network, xii

Heritage Foundation, 221

Hewlett Packard Computer, 20b

high-priority influencers, focusing on, 103-6

32§

high-visibility company campaigns, 25

Home Depot campaign, The, 200, 62, 85f,
92,132, 237

horizontal escalation, 58

human rights certification systems, 243b

Hurowitz, Glenn, 47, 246

Hurwitz, Charles, 69

ICCR (Interfaith Center on Corporate
Responsibility), 133, 148, 150

implementation stage of campaign, 61

independent third-party verification,
241-45

Indiegogo, 266, 267

Indigenous peoples, consent from, 18

individual donors, 258—-60

industry leaders: standard setting by,
245—-46; targeting, 8081

industry-wide standard setting, 245—48

inequality, as future campaign issue, 292-94

INFACT (Infant Formula Action
Coalition) boycott, 79, xii

influencers, social media, 201-3, 204

Influential-Supportive Matrix, 104f

Initiative for Responsible Mining Assur-
ance (IRMA), 243b

inputs, organizational, 101-3

inside champions: activating campaign by,
172—75; building team of, 169-72;
educating and training, 169—70; enlisting,
164—69; identifying experts, 166-67;
overview, 67; potential future employee
campaign track, 175-80; targeting
companies with, 87

insider track, 43—44

Instagram, 21b

Institutional Shareholder Services (ISS), 155

institutionalizing agreements: government
regulations for setting industry standards,
248-52; independent third-party verifi-
cation, 241-4s; industry-wide standard
setting, 245—48; overview, 240; as ultimate
goal of corporate campaigns, 240-41
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insurance for campaigners, 213

insurance industry campaigns, 74

Insure Our Future campaign, 30, 141

Interfaith Center on Corporate Responsi-
bility (ICCR), 133, 148, 150

International Boreal Conservation
Campaign, xiv—xv

International Marine Mammal Project of
Earth Island Institute, xiv

intrinsic rewards, 119, 270

investor industry campaigns, 30-31, 74—75

IRMA (Initiative for Responsible Mining
Assurance), 243b

ISS (Institutional Shareholder Services), 155

issue stickers, 173

issues: Al, 294—96; climate, 288-89; democ-
racy, 289—92; high-movement, overview
of, 286-96; inequality, 292—-94; multiple,
avoiding, 133-34; selecting field tactics,
186-87; in successful field campaigns,
182; survey questions on, 123; targeting
companies with friendly leadership/
culture, 86-87

J. P. Stevens campaign, x
jewelry company campaigns, 21b, 27
Johnson & Johnson Cosmetics, 20b

joint problem-solving model, 224-26, 237

Kellogg’s, 21b

key constituencies, identifying, 98—101
Keystone XL pipeline, 34, 42, 97, 249
Kickstarter, 266

Killer Coke campaign, 69

King, Martin Luther, Jr,, 188
knock-out survey questions, 123

Koch Industries, 65

labor unions, 11, 13, x-xi

labor-management negotiations model,
224

ladder of engagement, 45, 46

launching of campaign, 57

INDEX

lawsuits: defamation, 217-18; insurance
against, 213; RICO, 218-19; SLAPP, 59,
211, 213, 217-20; tortious interference,
218

Leadership in Energy and Environmental
Design (LEED), 243b

leafleting, 168

League of Conservation Voters (LCV), 286,
289

legal defense strategies of companies, 216-19

legal track, 41-43

legislator track, 40-41

letters: requests for signature and personal
note, 200—201; responding to proxy
statement for voting against resolution,
154—55; submitting resolutions to com-
pany, 152; to supplier companies, 71; to
target company, 57, 68, 229—30

letters of inquiry (LOIs), 257

Levi Strauss Company, 77, 188, 279

LinkedIn, 202—3

litigation, 4043

logos, bastardizing, 83

L'Oréal, 20b

Lowe’s, 20b, 62, 86

Lucky Strikes, 20b

Lyft, 21b, 52-53, 161-62, 208, xvi

major divisions of company, targeting,
70-71

Mandate for Leadership (Heritage
Foundation), 221

Marine Stewardship Council (MSC), 243b

Markets Campaign, 25

Marlboro, 20b

Mattera, Philip, 97

McDonald’s, 21b, xviii

McKibben, Bill, 31

media: coverage of creative field tactics, 188;
coverage of NVCD, 189; media plan in
field campaigns, 184-8s; media track,
46-47; photo ops in successful field
campaigns, 184; press releases to local, 173;
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targeting companies with large market
for, 88-89

meetings: conducting with company repre-
sentatives, 232—34; debriefing, 234-36;
of employees with executives, 172-73;
proposing and preparing for, 230-32

memorandums of agreement for allies, 135

#MeToo Movement, xvii

Mighty Earth, 47, 246

Mightycause, 266, 267

mining branch: cost externalization by,
14-15; No Dirty Gold Campaign, 27, 157,
XV; overview, xv

Mitsubishi campaign, 20b, 79, 83, 178-80,
185f, 188, xiv

moral hypocrisy, accusations of, 69

moral outrage, 110-14, 248-49

Morgan-Chase, 21b

multiple target issues, avoiding, 133-34

Munich Re, 215, 30

Musk, Elon, 32

narrative, crafting: actions to be taken,
defining, 118—20; harm caused by com-
pany, identifying, 110-14; overview, 109-10;
reason company caused harm, identify-
ing, 14-17; solution, defining, 117-18

Natural Resources Defense Council
(NRDC), 140

negative stereotypes, avoiding, 188

negotiating agreements: joint problem-
solving, 224—26; overview, 59-60, 224;
Step 1: knowing what solution to
demand, 227; Step 2: knowing what
timeline to demand, 228-29; Step 3:
making harm a threat to company’s
reputation, 229-30; Step 4: proposing
and preparing for meeting, 230-32; Step
52 conducting meeting, 232-34; Step 6:
debriefing meeting and preparing to
launch, 234-36; Step 7: maintaining
momentum, 236-37; Step 8: formalizing
detailed agreement, 237-39
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negotiations on resolution withdrawal,
153-54

Nestle’s campaign, 20b, 79, 111

networks, 141-4s, 186

Newmont Corporation, 157

Nike campaign, 73b, 92, 245-46, xii

No Dirty Gold Campaign, 27, 157, Xv

no response from company, 214

no-action requests, 150, 153

nonviolent civil disobedience (NVCD),
120, 132, 189

North Carolina transgender restroom
policy, 35

NRDC (Natural Resources Defense
Council), 140

NSF International, 244b

Obama, Barack, 12, 34, 249

Oceana campaign, xiv

oceans branch, xii—xiv

Office Depot, 20b

offshoring, 13

oil industry: banking industry campaigns,
28—29; BP Horizon oil disaster, 112, 113;
corporate campaigns related to, xvi; cost
externalization by, 14; Dakota Access
Pipeline, 213, 219; Enbridge pipeline protest,
136f; Exxon Valdez oil spill, of, 112, 115;
fracking campaigns, xv; government
agency campaigns, 33—34; insurance
industry campaigns, 30; Insure Our
Future campaign, 30, 141; investor industry
campaigns, 31; Keystone XL pipeline, 34,
42, 97, 249; social and environmental
impacts, 9, 9f; Total campaign, 157f

online track, 45-46, 49. See also digital
strategies and tactics

open letters, 57, 172, 179

organizational challenges and rewards,
276-80

organizational members, as donors, 258-59

outputs, organizational, 101-3

outrage, moral, 110-14, 248-49
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outside game, 43
Oxfam, 27

Paglia, Todd, 77, 161

paid digital tactics: overview, 199, 203-8;
social media influencers, 204; social
media/digital ads, 204-8; targeted email
appeals, 203—4

palm oil campaigns, 21b, 247

Pan, Eliza, 170-71

Penan tribe blockade, Malaysia, 112f

pension funds, 74

People for the Ethical Treatment of Animals
(PETA), 38, 39f, 219, 250, xviii

PepsiCo, 21b

personal challenges and rewards: becoming
absorbed by mission, 274-75; fear of
deviating from social norms, 273-74;
lower financial compensation, 272-73;
need for endurance, 275; overview, 271;
seeing dark side of society, 271-72

personal insurance, 213

personal story of activism, 269-71

persuasion, 120-21

PETA (People for the Ethical Treatment of
Animals), 38, 39f, 219, 250, xviii

petition signatures, 179, 181, 192, 200

photo ops in field campaigns, 184

physical action targets, 18384

piggybacking on recent embarrassment, 92

“piling on” strategy, 91

pitching case: to allies, 135-36; to employ-
ees, 163—64

points of intervention, 183

policies, corporate campaigns to change,
34-35

political realities, impact on campaign
movement, 284-86

polling, 122-24

posters, 168

potential future employees, targeting, 175-80

power-mapping process: decision-makers,
identifying, 98; Influential-Supportive

INDEX

Matrix, 104f; key constituencies, identi-
fying, 98-101; overview, §4—55, 95—96;
questions to answer before, 96-98;
refining strategy, 107-8; Step 1: drawing
“big corporate picture,” 101-3; Step 2:
identifying primary influencers, 103; Step
3: focusing on high-priority influencers,
103—4; Step 4: determining high-priority
secondary influencers, 104-6; Step s:
constructing and reviewing preliminary
plan, 106—7; Step 6: determining roles,
107; target audience tracks, 37

preliminary plan, constructing and
reviewing, 1067

press releases to local media, 173

pressure points: finding, 76; inside
corporation, 66—71; outside corporation,
71-76

pressuring companies to break legal
agreements, 212

primary influencers, focusing on, 103-4, 105f

principles for selection of field tactics: clear
communication of issue, 187; contribut-
ing to larger movement, 186; destruction
of property, avoiding, 189—90; endanger-
ment of people, avoiding, 189—90; form-
ing series of strategic direct actions, 190;
including NVCD, 189; negative stereo-
types, avoiding, 188; overview, 185-86;
reflecting social justice or intersectionality
of issue, 186-87; reinforcing campaign’s
framing, 187; striving for creativity, 188

private threats to advocacy organizations,
216

private versus public corporations, 65-66

profit centers, targeting, 70-71

profitable products, targeting, 83b

programmatic advertising, 206—7

programmatic searches, 206

property destruction, avoiding, 189-90

Protection of Lawful Commerce in Arms
Act, 11

Proxy memo, 154-55
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Proxy Preview, 150

public announcement of change by
company, 60—-61

public corporations: choosing allies for,
132—33; versus private, 65—-66

public health certifications, 244b

public image, company efforts to enhance,
245-46

public relations defensive strategies, 70b,
214-16

punitive damages, limitations on, 11

quality research, conducting, 277
questions to answer before power mapping,
96—98

racial equality branch, 292-94, xvi—xvii

Racketeer Influenced and Corrupt
Organizations Act (RICO), 218-19

Rainforest Action Network (RAN). See also
Great Bear Rainforest Campaign: Boycott
Mitsubishi campaign, 79, 83, 185f, 188,
xiv; Burger King campaign, xiv; Coastal
Rainforest Coalition, 140; Frontiers of
Freedom request for IRS to revoke tax
status of, 222; The Home Depot
campaign, 20D, 62, 85ﬁ 92,132,237

“rank and spank” method, 79

Ravenswood campaign, x

Reagan, Ronald, 10

recruiting allies, 56, 135-37

reframing response, 215-16

Reinsborough, Patrick, 110, 187

reporting, choosing allies for, 130-31

research: choosing allies for, 130-31;
conducting quality, 277; on corporate
culture, 162-63; on target company
vulnerabilities, 96-97

resilience of campaigners, 278-79

Resolute Forest Products, 217-18, 219

resolutions, shareholder: action after vote,
158—59; annual general meeting, 156—58;

company response, 153; drafting, 151-52;
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from employees, 174-75; finding share-
holder advocates, 148-49; independently
synchronizing with advocates, 150-51;
negotiations on withdrawal of, 153-54;
overview, 146—47; recruiting shareholder
allies for vote, 155; responding to man-
agement’s letter, 154—55; SEC rules for,
149-50; submitting to company, 152

resource supplier costs, 13

retail/distribution companies, targeting,
75-76

Revlon, 20b

RICO (Racketeer Influenced and Corrupt
Organizations Act), 218-19

ridiculous demands, avoiding, 84b

right-to work laws, 11

Ruffalo, Mark, 196, 202

SA8o000 standards, 243b

safe employee communication channels,
creating, 169

Safeway, 21b, 26, 83

Sampat, Payal, 157

Samuelrich, Leslie, 150

Schlough, Jon-David, 197

Science Based Targets Initiative (SBTi),
286, 288-89

Scotiabank, 29f

Sea Shepherd Conservation Society, xiii

seal hunting campaign, xiii

search advertising, 206

secondary influencers, determining, 104-6,
107t

securities and exchange commission (SEC),
149-50, 153

Sedex Members Ethical Trade Audit
(SMETA), 243b

Sedlik, Vojtéch, 203

shareholder advocacy: “arm’s-length” allies,
132—33; identifying key constituencies,
100; overview, 146—48; primary influenc-
ers, focusing on, 103—4, 105f; Step 1:
finding shareholder advocate, 148-49;
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shareholder advocacy (continued)
Step 2: understanding SEC rules, 149-50;
Step 3: independently synchronizing
with advocates, 150-51; Step 4: drafting
resolution, 151-52; Step 5: submitting
resolution to company, 152; Step 6:
company response, 153; Step 7: negotia-
tions on resolution withdrawal, 153-54;
Step 8: responding to management’s
letter, 154—55; Step 9: recruiting and
coordinating allies to get out vote, 155;
Step 10: annual general meeting, 156—58;
Step 11: action after vote, 158—59;
targeting companies, 88; trends in, 159

shareholder track, 38-39

Shell Corporation, 67, 249, xvi

shuttle negotiations, 60

Sierra Club, 161-62, 208

signatures, collecting, 179, 181, 192, 200

Silicon Valley Toxics Coalition (SVTC)
campaigns, Xii

situational response, 214

SLAPP (Strategic Lawsuits Against Public
Participation) ) §9, 211, 213, 217—20

slogans, bastardizing, 83

slowdowns, employee, 174

SMETA (Sedex Members Ethical Trade
Audit), 243b

Smithfield Foods, 91

social justice, selecting field tactics
reflecting, 186-87

social media: ads on, 205-6; advertising
industry campaigns, 32; contacting em-
ployees through, 168; coordinated posting
in digital campaigns, 201; democracy-
related campaigns, 291; engaging influenc-
ersin digital campaigns, 201-3, 204;
evolution of online campaigning, 195-96;
notable campaigns, 21b; social harm
from, 9—10; student campaigning on,
179-80

social movements within civil society, 19—22

social norms, fear of deviating from, 273-74

INDEX

solutions: defining, 117-18; knowing what to
demand in negotiations, 2277; survey
questions on, 123; timelines for, 228-29

South Africa Apartheid Divestment
movement, 27, Xvi—xvii

speculative cost centers, targeting, 70-71

stages of corporate campaign: anticipating
stages, 62—63; overview, 51; stage 1:
documenting harm, 52; stage 2: creating
demands, 52-53; stage 3: selecting target
company, 53-54; stage 4: power mapping,
54; stage 5: developing campaign story,
54-55; stage 6: recruiting and organizing
allies, 56; stage 7: launching campaign, 57;
stage 8: escalating campaign, 58—59; stage
9: negotiations, s9—60; stage 10:
announcing change, 60-61; stage
11: implementation, 61; stage 12: moving
on, 62—63

standard setting: government regulations
for, 248-52; independent third-party
verification, 241—45; industry-wide,
245-48; overview, 240; as ultimate goal of
corporate campaigns, 240—41

Stand.earth: Better Cup campaign, 191;
database of digital activists, 199; Enbridge
pipeline protest, 136f; focus on employees,
161; Levi's campaign, 77, 188, 279; paid digital
tactics, 203; Resolute Forest Products’ suits
against, 217-18, 219; Staples campaign, 132

Staples, 20b, 132

Starbucks, 161, 191

StarKist, 20b

State Street Global Advisors, 74

stereotypes, avoiding negative, 188

stickers, issue, 173

“Stop the Billionaire Takeover” protest in
Svalbard, 288f

story of campaign. See campaign story

strategic decision process, involving allies
in, 136-37

Strategic Lawsuits Against Public Participa-
tion (SLAPP), 59, 211, 213, 217-20
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strategic vulnerabilities, choosing allies
based on, 130

streaming television advertising, 207

student organizations, 175-80

submitting resolutions to company, 152

successful digital campaigns, factors
contributing to, 196-99

Sun Tzu, 164

Sunrise Project, 30

supplier companies, targeting, 72—73

survey research, 122-24

sustainability principle, 16

SVTC (Silicon Valley Toxics Coalition)

campaigns, xii

tactical tracks: field, 44—45; media, 46—47;
online, 45-46; operating on multiple,
47-50; overview, 36—37, 44, 181

talking points: focus groups, 124-26;
overview, 109, 120-21; polling and survey
research, 122—24; using research findings
to develop, 126-27

Tar Sands Campaign, 34, 216, xvi

Tar Sands Network, 142—45

target audience tracks: customer, 38; em-
ployee, 40; insider, 43-44; legal, 41-43;
legislator, 40—41; operating on multiple,
47-50; overview, 37; shareholder, 38-39

target company selection factors: alterna-
tive products or affordable solutions,
84-8s; business customers, targeting,
85-86; culture jamming, 83; fewer share-
holders owning high percentage of stock,
88; financial ability or willingness to
meet demands, 91-92; generating allies
with, 91; geographical compatibility,
89—90; industry leaders, 80—81; inside
champions, 87; issue-friendly leadership/
culture, 86-87; large media market,
88-89; name on harmful products, 82;
overview, 5354, 77-78; piggybacking
on recent company embarrassment,

92; supportive employees, 89—90;
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vulnerability from brand image, 82;
weighted scoring decision matrix, 92-94;
well-branded companies, 81-82; worst
offenders, 79-80

targeted response, 215

technology industry, notable campaigns in,
20b

Teflon, 83b

Ten Commandments of Corporate Ethics,
16-18

10-K filings, 97, 162

third-party verification, 241-45

350.0rg, 31

throughputs, organizational, 101-3

Thunberg, Greta, 26465

Tier 1 allies, 136-38, 140—41

Tier 2 allies, 137-38, 141

Tier 3 allies, 13738, 141

Tiffany’s & Company, 21, 82

timber industry. See also Great Bear
Rainforest Campaign: cost externaliza-
tion by, 14; Home Depot and Lowe’s
campaigns, 62; notable campaigns, 20b

timeline demands, 228—29

tobacco companies, 15, 20b, 111, 249, Xii

tortious interference suits, 218

Total campaign, 157f

Toxic-Free Future “Mind the Store
Campaign,” 249

tracks of corporate campaigns: campaign
audience and tactics matrix, 48t;
operating on multiple, 47-50; overview,
36-37; tactical, 44—47; target audience,
3744

Trader Joe’s, 21b

transparency principle, 17

trolling company public relations responses,
174

trust, building, s9b

truth, speaking, 212

truthful advertising principle, 18

tuna fish campaign, 20b, 52, 91, xiv

Twitter, 32
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UAW (United Auto Workers), xi

Uber, 21b, 52-53, 84, 123, 12627, 16162,
208, xvi

Union Carbide, 111, 115

unions, 11, 13, xviii

United Auto Workers (UAW), xi

United Steelworkers (USW), x

universities, targeting potential future
employees at, 175-80

unpaid digital tactics, 199—203

upstream industry campaigns: advertising,
32-33; banking, 28—29; insurance, 30-31;
investor, 31

USDA Organic, 244b

Vanguard, 74

VDP campaign, 116-17

vertical escalation, 59

victims: actions to be taken, defining,
118-19; choosing allies based on, 130

Victoria’s Secret campaign, 20b, 202, 203f,
227

victory, going for complete, 280

Vietnam War protests, 187

virtual or actual slowdowns, 174

Volkswagen, 42

vulnerabilities of target company,

researching, 96-97

INDEX

walkouts, employee, 174

Wall Street (film), 13

Walmart campaigns, 21b, 26, 34, 88, 97, 287

‘Walton, Rob, 88

weaknesses of target company, researching,
96-97
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